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CHAPTER 1.  INTRODUCTION 
This research aims at the analysis of purchasing behavior of furniture consumers in Thailand. 
This research then will examine the factors that have influences on furniture purchasing decision 
process. The results then will allow the author to be able to recommend to Thai furniture 
manufacturers and retailers. Chapter 1 provides a brief overview of research background, followed 
by research objective. Thereafter, methodology of the research will be indicated. Finally, research 
outline will be presented. 
1.1 BACKGROUND 
Majority of Thais has to work late outside at present. The prolonged work at night makes 
Thais have less time and would like to relax and rest at home. Therefore, the tired Thais have a 
desire for owning beautiful and comfortable home. As a result, home furnishings play an important 
role for making Thais working people feel cozy when they are at home. Ready for sale houses and 
condominiums are getting popular and many projects are being initiated recently. Moreover, the 
change in social life from a big family to a small family urges fast growing in real estate industry, 
especially condominium, in Thailand. Thus, factors related to the growth of furniture business are 
directly involved with the real estate industry.  
Thailand’s furniture industry has competitive advantage over other ASEAN countries and 
ranks the top of the world’s furniture export. The reason behind such high rank is the greater 
production quality, stylish influenced by unique culture and lifestyle, many raw material sources 
from plenty of rubber tree suppliers, flexibility in the material, and various exhibitions provided by 
Thai government in order to promote Thai furniture. Thailand International Furniture Fair (TIFF) is a 
good example of this promotion activity. TIFF is organized by the Department of International Trade 
Promotion (DITP) in Ministry of Commerce, Royal Thai Government with support from Thai 
Furniture Industries Association, Thai Furniture Industries Club, and the Federation of Thai 
Industries. The TIFF is held every year to attract a numerous number of visitors from all over the 
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world. The TIFF also helps the industry to be able to compete with other competitors especially 
China and Vietnam. Furniture industry is vital to Thailand’s economy for the reason that it generates 
incomes to country around $1,300 million in 2011 and create job for approximately 300,000 
people
28
. 
Before the invasion of major foreign furniture brand, Thai furniture industry is mostly small 
and fragmented with the exception of three major local brands which are S.B. Furniture, Index 
Living Mall, and Modernform. However, foreign furniture brands are starting to gain momentum in 
Thai furniture consumers. Therefore, local furniture manufacturers and retailers have to develop 
counter-measure strategies to react with the changing in the market.   
1.2 OBJECTIVE 
The objective of the thesis is to benefit manufacturers and retailers of furniture industry in 
Thailand. The thesis aims to understand the furniture consumer behavior in Thailand by studying 
their decision making process and types of consumer behavior. This thesis will study any influences, 
both positive and negative, that may impact customers’ decision making process. Once consumer 
behavior is realized, manufacturers and retailers can use the information to adapt their company 
strategy to match the market needs. 
1.3 METHODOLOGY 
In order to achieve the objective, both primary data and secondary data are collected to use in 
the thesis. The primary data is gained by distributing questionnaire on furniture product purchasing 
decision to study consumer behavior conducted by the author. The questionnaire consists of 4 parts; 
socio-demographic, buying behavior, behavioral intention to purchasing furniture, and purchasing 
external influences. The secondary data is collected information from a wide variety of reliable 
sources including academic books, articles, newspapers, magazines, government publications, and 
official websites. Data related to furniture industry in Thailand, definition and theory about 
consumer behavior, decision making process, and previous findings will be utilized in the thesis. By 
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analyzing results of the primary data and compiling the secondary data, summary of consumer 
behavior on purchasing furniture products along with suggestions to Thai furniture manufacturers 
and retailers will be given.   
1.4 CHAPTER OVERVIEW 
This thesis consists of six chapters including introduction, furniture industry in Thailand, 
literature review, research methodology, analysis of survey results, and conclusion and 
recommendation. After the main body of the thesis, there will be references and four sections of 
appendices. Four appendices are questionnaire in English and in Thai, summary of 
socio-demographic information, and summary of purchasing pattern.   
Chapter 1 aim is to introduce the thesis overview to the audiences. This introduction spans 
into four sub-section. First sub-section being presented is the background of the thesis. Then, 
objective of the thesis is stated as the second sub-section. The third sub-section is methodology. And 
the final sub-section of this chapter is a structure of the thesis or chapter overview. 
Chapter 2 gives information of industry background. The overview and background of 
Thai furniture industry will be presented, such as the current state of Thai furniture industry. 
Information for both export market and domestic market will be gathered and stated in details. 
Manufacturers’ data of both domestic and international will also be presented in the chapter in order 
to be able to compare the traits of importer against domestic manufacturers.  
Chapter 3 is the chapter that presents on literature review. This chapter will discuss related 
topics and theories based on academic books and articles. Five areas that this chapter will touch into 
are consumer behavior, consumer characteristic, the theory of reasoned action, consumer 
decision-making process, and furniture purchasing decision process.  
Chapter 4, research methodology, will present the procedures used in obtaining 
information and data. This chapter consists of four parts which are research design, target 
respondents, research instrument, and survey description.  
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Chapter 5 is the chapter of analysis of survey results. Hypotheses regarding buying 
behavior of furniture consumers will be included in this chapter. Empirical findings and analysis 
from four sections of the questionnaire results will also be provided. After the analysis of the survey 
results are shown, the thesis will discuss on the hypotheses testing whether they are acceptable or 
not.  
Chapter 6 is conclusion and recommendation which is the last part of the thesis. Summary 
of the study based on the analysis in Chapter 5 will be stated. The summary consists of three sections 
which are image and facility of furniture store in Thailand, key influencers on consumer of furniture 
market in Thailand, and furniture attributes influencing purchasing decision. Then, recommendation 
for the market opportunity in Thailand will be provided. 
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CHAPTER 2.  BACKGROUND OF THAI FURNITURE INDUSTRY 
In chapter 2, general aspects of Thai furniture industry will be described including market 
information and manufacturer information in Thailand. First of all, types of the market will be 
discussed. Types of the furniture market in Thailand consist of export market and domestic market. 
Afterward, manufacturer categories in the market will be presented. Manufacturer categories include 
domestic manufacturers and international manufacturers.  
Due to an increase in intensity of competition in global market, Thai furniture industry has to 
upgrade its capability in order to participate in such fluctuating market. Thai furniture industry also 
has to respond to its emerging consumer desires with new products and designs. Thai government 
gives many supports to the growing furniture industry. Many events and activities are launched by 
the collaboration of Ministry of Industry and Ministry of Commerce. Example of activities are 
modern management and manufacturing training, labor skill development, technology and research 
assistance, etc. Furniture tradeshows in both domestic and foreign countries are also being held in 
order to promote Thai furniture industry. 
Thai Furniture market can be divided into 2 main markets, export market and domestic market. 
Export market dominates 70% of the whole furniture production. The second market is a domestic 
market. There are both domestic and international manufacturer. Domestic manufacturers produce 
for both export market and domestic market. Meanwhile, international manufacturers also step into 
Thailand furniture market. 
2.1 EXPORT MARKET 
Thai furniture industry mostly relies on export market which accounted for 70% of total 
production
8
. Thai furniture export manufactures are mostly OEM (Original Equipment 
Manufacturer) for foreign brands
6
. Wooden furniture, which dominates the export market, accounted 
for 45% and followed by furniture parts of 23%
24
. Main markets for exporting furniture, United 
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States, Japan, and Europe (especially United Kingdom), comprise of 62.5% and the rest of markets 
are minor markets such as ASEAN, Australia and India as shown in Figure 2.1
13
.  
 
 
Figure 2.1  Thai Export Markets 
Source:  Kasikorn Research
13
 
 
Thai exporters have several advantages over other competitors. Raw material from rubber 
wood has a benefit due to an easy supply, low price, and durability. Moreover, people can choose 
many types of furniture such as wooden furniture, metal furniture, leather furniture, water hyacinth 
furniture, rattan furniture, and etc. In addition, Thai producers have skill so Thai products have 
meticulousness and high level of quality. Furthermore, supporting from Royal Thai Government is 
essential to promote Thai furniture to foreign business partners by holding exhibitions. For example, 
Thailand International Furniture Fair (TIFF) is held in March every year by Department of 
International Trade Promotion, Ministry of Commerce. The government is not only support the 
exhibition but also design development by organizing training seminar. Therefore, Thai exporting 
furniture turns out to be well accepted from overseas markets and environmental friendly 
consumers
27
. 
Thailand furniture industry had a great success in 2010. Export value reached $1,172.85 
million or growth by 17.05% compare to previous year. The main reason for growth is a recovery of 
global economic recession in the United States and Europe that led to an increase in import volume 
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from the United States
28
. In 2011, the export value had decreased to $1,160.53 million or drop by 
1.05% compared with the year of 2010. Flooding in Thailand in October 2011 has a strong effect to 
the industry. Some manufactures could not produce furniture during that time. In addition, fierce 
competition from China and Vietnam also affected the industry. The impact of flooding had been 
affecting the trend of export market in 2012. The export value is expected to decline to $980 million 
or fall by 20% compared with the year earlier as shown in Figure 2.2
13
. 
The export market of furniture in Thai has to face many hurdles and uncertainty factors. 
Furniture producers who suffer from the flood need time in order to restore the manufacturing
24
. 
Moreover, the cost of production is increasing both material cost, price of rubber wood, and labor 
cost that has to increase in accord to the government’s policy
21
. However, with the ongoing 
economic crisis in Europe and possibly the United States which may resulting in limited purchasing 
power, Thai furniture manufacturers plan to shift and expand its market toward ASEAN and Indian 
market which have high demand in furniture and more buoyant.  
 
 
Figure 2.2  Thailand Furniture Market Export Value 
Source:  Kasikorn Research
13
 
 
Thailand is one of seven members of ASEAN Furniture Industries Council (AFIC), a regional 
trade organization of the ASEAN furniture industries. AFIC members recently met to discuss 
preparations, problems, and cooperation regarding the impending entry into the ASEAN Economic 
Community (AEC) in 2015. AFIC sets strategies to promote regional furniture export and strengthen 
competitiveness which are product differentiation, market niches, greater intra-ASEAN cooperation 
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and trade, and expand to new market
15
.  
2.2 DOMESTIC MARKET 
Domestic furniture products consist of many different styles and different functions. The 
main furniture categories are home decoration furniture, kitchen furniture, office furniture, and etc. 
Similar to export market, domestic consumers also prefer wooden furniture since wooden furniture is 
beautiful and some raw materials from wood are not expensive and easy to supply domestically. 
Thus, 60% of total domestic production is wooden furniture as shown in Figure 2.3
12
.  
 
 
Figure 2.3  Furniture Manufacturing Ratio based on Types of Raw Material 
Source:  Kasikorn Research
12
 
 
In 2011, domestic sales volume slowed down due to the flood. Flooding had damaged central 
area of Thailand including Bangkok which is the most important area for manufacturing and 
distributing furniture. As a result, domestic value recorded around $1,774 million or increased by 
3-4% compared with the previous year. The reasons why decreasing domestic value are the declining 
in demand of consumers, production volume, and distribution channel due to the flood
12
. 
Domestic furniture trend for the year 2012 has a tendency to show a brilliant sign. The 
domestic value is estimated to reach $1,900 million or to grow by 7-10% compared with the year 
earlier as a result of many positive factors. Consumers who had impact from flooding need to buy 
new furniture in order to replace the damaged furniture. In addition, government launched a policy 
that would stimulate market expansion in a real estate sector by giving tax incentive to a first-time 
Wood 
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buyer of residential such as house and condominium. The trend of purchasing new houses or 
condominiums in 2012 is forecasted to grow due to the government policy. Condominiums are 
significantly increasing especially in Bangkok area due to a high demand for housing close to mass 
public transportation. Therefore, the growth in real estate sector has direct impact on consumption of 
domestic furniture market
12
. 
2.3 MANUFACTURERS 
Manufacturers in Thai furniture market consist of two types which are domestic 
manufacturers and international manufacturers. Domestic manufacturers serve both domestic market 
and export market. International manufacturers also start to gain momentum in Thai furniture 
market. 
Domestic Manufacturers 
According to Department of International Trade Promotion, Thailand has furniture 
manufacturers as many as 2,596 companies. Furniture manufacturers can be separated into 3 
categories which are small-sized manufacturers (less than 50 workers), middle-sized manufacturers 
(51-200 workers), and large-sized manufacturers (more than 200). Majority of Thai furniture 
manufacturers are small-sized manufacturers that occupied 95% of the market. Most of them have 
inferior technology and smaller capital. Their main objective is to sells the product domestically
24
. 
Furniture manufacturers are located throughout Thailand mainly in northern and central area because 
those areas are the center for distributing raw material of wood
12
. Few hundreds of furniture 
manufactures are located in Bangkok area which is divided in to 8 zones as shown in Figure 2.4.  
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Zone A : Central Business Discrict 
Zone B : Rattanathibet-Bang Bua Thong-Lat Lum Kaeo 
Zone C : Pinklao-Taling Chan-Putthamonton 
Zone D : Chatuchak-Lak Si-Amphoe Mueng Nonthaburi 
Zone E : Pracha Uthit-Rama II-Phet Kasem 
Zone F : Srinagarindra-Thepharak-Suwannaphum 
Zone G : Bang Kapi-Ram Inthra-Suwinthawong 
Zone H : Rangsit-Lam Luk Ka-Thanyaburi 
 
Figure 2.4  Bangkok Zone Allocations 
Source:  http://www.3qproperties.com 
 
Large-sized manufacturers are dominant players in the market. Most of the manufacturers 
have their own brands, which are called local brand. The three main local brands are S.B. Furniture, 
Index Living Mall, and Modernform. Unlike small-sized manufacturers, large-sized manufacturers 
have superior technology and large amount of capital. Consequently, the manufacturers produce to 
supply both domestic market and export market. For example, 70% of total production of S.B. 
Furniture produces for domestic market and the rest of the production exports to 40 countries 
worldwide. Similar to S.B. Furniture, Index Living Mall also manufactures products for both 
domestic market and export market, accounted for 60% and 30%, respectively. All the large-sized 
manufacturers target from middle to high consumer range and also have a sub-brand targeting to the 
lower market such as S.B. Furniture’s Koncept and Index Living Mall’s Winner
6
. 
 
International Manufacturers 
Thai furniture market has many international players as well as domestic players. The 
international manufacturers include both developed and developing countries. Most furniture that are 
imported from developed countries and distributed in Thailand is high-end furniture. Many shops of 
imported brands are opened broadly in Bangkok area especially in upper class area such as 
Sukhumvit, since target customers of high-end brands are high purchasing power consumers. 
Example of imported furniture brands from developed countries are Donghia and Ethan Allen from 
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the United States, Habitat from United Kingdom, Natuzzi from Italy, and etc. One characteristic of 
high-end furniture market is that the market does not rely on economic
3
. On the other hand, imported 
furniture from developing countries such as China and Vietnam targets customers with lower 
purchasing power without brand identity. 
The major international brand that has recently gained much attention in Thailand is IKEA. 
IKEA is a leading furniture company from Sweden that opened the first branch in Thailand in 2011. 
This branch is now the biggest one in ASEAN. IKEA also has a plan to establish 2 more branches in 
Thailand in the future. Target customers of IKEA are middle to high purchasing power customers. 
However, by the end of 2012, Chinese investors will have a big project in Thailand. The project is 
scheduled to launch a retail center in Thailand called Yiwu International Trade City or China City 
Complex. This retail center sells fashions and furnishing products
6
. 
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CHAPTER 3.  LITERATURE REVIEW 
In Chapter 3, literature review from previous studies by other scholars related to the topic is 
presented. This chapter attempts to highlight the meaning of consumer behavior, consumer 
characteristics, the theory of reasoned action, consumer decision-making process, and furniture 
purchasing decision process.    
3.1 CONSUMER BEHAVIOR 
Since consumers are the most important factor for business continuation, the understanding 
of consumer behavior is one of key elements in preparing marketing strategy. Consumer behavior is 
the study of what to buy, how to buy, where to buy, and when to buy in what quantity. Apart from the 
decision of to buy and not to buy, there is also a decision regarding which source to buy. Consumer 
behavior is also the study of factors that affect the behavior both internal and external such as, 
self-concept, social and cultural background, age, family, attitudes, personality and social class. In 
wealthier societies, the consumers can afford to buy in greater quantity at shorter intervals. On the 
other hand, in less wealthy societies, the consumers tend to only retort to their basic needs
19
.  
For a complex customer behavior; numerous theories have contributed to understand human 
behavior including economic theory. The first professional group who offered consumer behavior 
theory was economists. The economic theory assumes that consumers draw satisfaction from 
consumption and customers seek to maximize satisfaction within the limits of income. In addition, 
the economic theory also assumes that consumers have entire information and able to reach any 
market offer at any time. However, in practice, consumers are not able to consider all offering 
products and may have limited access
17
.  
Recently, consumers are better educated and well informed and consumers own 
discriminating knowledge in choosing of goods and services. Consequently, manufacturers and 
retailers have to explore and understand consumers’ needs and preferences
14
. Consumer behavior is 
partially described and understood in terms of economic theory. However, other influences on 
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consumer such as social and psychological, as shown in Figure 3.1, are also essential to consider. 
The Figure 3.1 shows that marketing and other stimuli have direct impact on consumers which 
produce certain responses. Marketing stimuli involve activities and inputs of manufacturers and 
retailers, especially the components of marketing mix, namely, product, price, place, and promotion. 
Other stimuli consist of major forces and events in the consumers’ environment: economic, 
technological, political, and culture. Passing through consumer’s black box, the mentioned stimuli 
become a set of consumer’s responses: product choice, brand choice, dealer choice, purchase timing, 
and purchase amount
16
. Once consumer behavior is understood, a prediction of how consumers are 
probably to respond to various informational and environmental signs is able to define. Thus, 
companies are able to develop the companies’ marketing strategies to satisfy needs of consumers
26
.  
 
 
Figure 3.1  Influences on Consumers 
Source:  Kotler and Armstrong
16
 
3.2 CONSUMER CHARACTERISTICS 
Consumer characteristics affect how consumers perceive and react to the stimuli. Consumers 
are shaped to some extent by the environment in which consumers live and consumers influence 
environments through consumer behaviors in turn
5
. Consumer purchasing decisions are strongly 
swayed by culture, social, personal, and psychological characteristics
16
, as can be seen in Figure 3.2. 
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Figure 3.2  Characteristics Influencing Consumer Behavior 
Source:  Kotler and Armstrong
16
 
 
Cultural Characteristics 
Cultural factors that exert intensely influence on consumer behavior consist of culture, 
subculture, and social class factor.  
Culture 
According to Assael, culture is the values, norms, and customs that a person learns from 
society and results in common patterns of behavior within the society
2
. Schiffman and Kanuk also 
defined culture as “the sum total of learned beliefs, values, and customs that serve to direct the 
consumer behavior of members of a particular society”
26
. Members of culture share beliefs, values, 
norms, and customs which form members’ attitudes and behavior as consumers. Cultural beliefs and 
values interpose in economic decisions made by consumers
18
. 
Culture is learned unlike inborn biological characteristics. Members of culture acquire a set 
of beliefs, values, norms, and customs from social environment which make up culture at an early 
age
26
. Families outline the culture values of children. The values then passed on to be reflected in 
children’s attitudes and behavior. Cultural influences on purchasing behavior may greatly differ from 
country to country since every society has its own culture. Therefore, change in culture or culture 
shift affects change in consumer purchasing behavior
16
.  
Subculture 
Smaller subcultures exist in each culture. Specific subculture members hold beliefs, values, 
norms, and customs that set the members aside from other members in the same society. Moreover, 
Cultural 
•Culture 
•Subculture 
•Social class 
Social 
•Reference groups 
•Family 
•Roles and status 
Personal 
•Age 
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•Lifestyle 
•Personality  
Psychological 
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the members stick to most of the major cultural beliefs, values, and behavioral patterns of a larger 
society. Subculture can be defined as “a distinct cultural group that exists as an identifiable segment 
within a larger, more complex society”
26
. Subcultures include nationalities, religions, geographic 
regions, racial groups, ages, and genders. All consumers are concurrently members of more than one 
subcultural group. Thus, understanding preferences and behaviors of subcultures are vital for 
prediction of the members’ consumption behavior
16
.  
Social Class 
Social class refers to the separation of society members into a hierarchy. The members of 
each class share relatively similar values, interests, and behaviors
26
. Social class is determined by 
various factors, combination of occupation, income, education, wealth, and other factors. Differences 
in these variables impact social status and authority within the societies. Members in the class are 
likely to show similar purchasing behavior. Thus, social class is taken into consideration when 
companies set their marketing strategies. Home furnishing product preferences are also affected by 
social classes
16
.  
 
Social Characteristics 
Social factors such as reference groups, family, and social roles and status also impact 
consumer behavior.  
Reference Groups 
Reference group can be defined as any person or group of people who significantly 
influences an individual’s behavior
4
. The beliefs, values, attitudes, behaviors, and norms of the group 
are perceived to have relevance upon the evaluations, behaviors, and aspirations of another 
individual
22
. Individuals may be involved in many different types of groups. Reference groups and 
can be of any size and may be tangible or intangible. Reference group’s member may be from the 
same or different social classes, subcultures, and even cultures
23
.  
Opinion leaders of each group exert influence on people within a reference group because of 
special skills, knowledge, personality, or other characteristics. Therefore, manufacturers and retailers 
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of any products or brands seek to identify opinion leaders among group members and figure out how 
to reach opinion leaders so as to have direct marketing resources toward them. For each products and 
brands, the significant of group influence diverges. Group influence tends have the most effect when 
the product is perceptible to people whom the purchaser respects. On the other hand, privately 
purchased and used products are not much affected by group influences, since either the product or 
the brand will not be noticed by others
16
. 
Family  
The most vital consumer group in society is family. Family can be defined as a group of two 
or more persons related by blood, marriage, or adoption that reside together
16
. Family members are 
considered to be able to significantly impact buyer behavior and decision-making depending on the 
condition and product
2
. The roles and influence of the husband, wife, and children on the purchase 
of different products and services are greatly interested by manufacturers and retailer. Family 
decision-making includes five roles:  
1) Initiator – Family members who propose the idea of buying and gather information regarding 
a product or service; 
2) Influencer – Family members who set the evaluative criteria when purchasing products for the 
family; 
3) Decider – Family members who have financial authority to choose how the family’s money 
will be spent and on which products or brands; 
4) Purchaser – Family members who make the actual purchase of a specific product or service; 
5) User – Family members who use the product
5, 7, 16, 26
.  
Roles and Status 
Individual person in a society belongs to many groups such as family, clubs, and 
organizations. The person’s position can be defined in terms of both role and status in each group. A 
role contains of the activities that the person is expected to perform according to the members of the 
group. Each role carries a status. Status reflects the general esteem given by society. Products that 
show people status in society are often being chosen by society’s members
16
. 
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Personal Characteristics 
A purchaser’s decisions are also influenced by personal characteristics such as the purchaser’s 
age and life-cycle stage, occupation, economic situation, lifestyle, and personality. 
Age and Life-cycle Stage 
Goods and services are subject to change over person's lifetimes. Taste in food, clothes, 
furniture, and leisure are often related to age of the person. The stage of family life cycle is the stage 
which families pass as they mature over time. That stage of family life cycle also forms purchasing 
behavior. Manufacturers and retailers need to outline target markets in terms of family life-cycle 
stage. Then, both manufacturers and retailers have to develop appropriate products and marketing 
plan for each stage
16
. 
Occupation 
Individual’s occupation strongly affects the goods and services that individual purchased. For 
example, farmers buy pick-up truck, whereas company employees tend to buy sedan. Therefore, 
manufacturers and retailers have to identify the occupational groups that have more interest in the 
products and services than average. Companies can even specialize in making products desired by a 
specific occupational group
16
. 
Economic Situation 
Individual’s financial state will influence product-purchasing choice. For income-sensitive 
goods, companies have to watch closely personal income, savings, and interest rates trends. 
Whenever economic indicates recession, companies can take steps to redesign, reposition, and 
re-price the companies’ products
16
. Wealth also effects inclination to spend, but not always ability to 
spend, since much wealth is not liquid and cannot be spend easily. Services, travel, and investments 
are what wealthy consumers tend to spend money on more than others. Wealthy consumers value 
superior customer service, immediate availability, trouble-free operation of products, and dependable 
maintenance and repair services
5
. 
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Lifestyle 
Lifestyle can be defined as an individual’s pattern of living and spending time and money. 
Lifestyle suggests a person’s activities, interests, and opinions. People may have quite different 
lifestyles even if they are coming from the same subculture, social class, and occupation. Lifestyle 
apprehends more than the personal’s social class or personality. Lifestyle outlines a person’s whole 
pattern of acting and interacting. The lifestyle concept can help companies understand changing 
consumer values and how the values affect buying behavior
5, 16
. 
Personality 
Person’s purchasing behavior is impacted by personality that differs from person to person. 
Personality refers to unique psychological characteristics make up which regularly effects how the 
person responds to the person’s own environment. Personality is usually described in terms of traits 
such as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability, and 
aggressiveness. Personality can be useful in analyzing consumer behavior for certain product or 
brand choices
5, 16
. 
 
Psychological Factors 
An individual’s purchasing choices are further influenced by four major psychological factors. 
Four factors consist of motivation, perception, learning, and beliefs and attitudes. 
Motivation 
Motivation is the driving force within individual that induces individual to action. The driving 
force is created by a state of tension that exists as the outcome of an unsatisfied need
26
. At any given 
time, individual has more than one need. Some needs are biological which arise from states of 
tension such as hunger, thirst, or discomfort. Other needs are psychological which arise from the 
need of recognition, esteem, or belonging
16
. Apart from biological needs and psychological needs, 
consumers have a sophisticated structure of needs relating to social, cultural, emotional, and 
intellectual interests, all affecting purchaser behavior
10
.  
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Maslow proposed that human needs can be arranged in a hierarchy, as can be seen in Figure 
3.3, from the most important at the bottom to the least important at the top. Maslow’s hierarchy of 
needs consist of physiological needs, safety needs, social needs, esteem needs, and self-actualization 
needs
20
. The most important needs are the first to be satisfied by individual. When the need is 
satisfied, the need will stop being a motivator and the person will then try to satisfy the next most 
pressing need
16
. 
 
 
Figure 3.3  Maslow’s Hierarchy of Needs 
Source:  Maslow
20
 
 
Perception 
Individual’s perception of the situation controls the person actions. Flow of information can 
be learned over individuals’ five senses which are sight, hearing smell, touch, and taste. However, 
each person receives, organizes and interprets the sensory information in a different way
16, 26
. The 
perceptive process is independent. Individual tends to select, organize, and interpret stimuli and 
information according to standing beliefs and attitudes. Those beliefs and attitudes in turn influence 
consumer reaction, attitudes, and behavior. Consumers can comprehend only limited number of 
stimuli at one time
11
.  
 
 
 
Self-actualization  
(sel-development 
 and realization) 
Esteem needs 
(self-esteem, recognition, status) 
Social needs 
(sense of belonging, love) 
Safety needs 
(security, protection) 
Physiological needs 
(hunger, thirst) 
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Individual can form different perceptions of the same stimulus as a consequence of three 
perceptual processes:  
1) Selective attention – The tendency for people to see only a part of the information they are 
exposed to; 
2) Selective distortion – The tendency of people to read information in a way they already 
believe; 
3) Selective retention – The tendency of people to keep information that supports their attitudes 
and beliefs.  
In addition, perception can transform with the following situations. Perception changes when 
needs and motives change, when more stimuli become available, and when a function of increasing 
experience as consumers
31
. 
Learning 
Consumer behavior is mostly learned from experience. Learning can be defined as a trend, 
change, or modification of perceptions, attitudes, and behavior resulting from prior experience and 
behavior in similar situations. According to learning theorists, most human behavior is learned. 
Learning occurs through the basic foundations which are motivation or drive, stimuli, cues, 
responses, and reinforcement. Learning theory is vital to companies because learning theories allow 
companies to build up demand for a product or service by connecting the product or service with 
strong drives, using motivating cues, and providing positive reinforcement
5, 10, 11, 16, 26, 31
. 
Beliefs and Attitudes 
Individual obtain beliefs and attitudes from doing and learning. Those activities in turn 
influence person’s purchasing behavior. A belief can be defined as a descriptive thought that a person 
has about something. The beliefs may be based on knowledge, opinion, or faith. Beliefs may or may 
not carry an emotional charge. Companies are interested in the beliefs that individuals express about 
specific products and services. The reason is beliefs structure product and brand images that affect 
purchasing behavior. Wrong beliefs can prevent purchase, thus companies will launch a campaign to 
correct those beliefs
16
. 
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People have attitudes regarding religion, politics, clothes, music, food, and almost everything. 
Attitude defines a person’s consistent evaluations, feelings, and tendencies toward an object or idea. 
Attitudes structure the way consumers see environment and lead the ways consumers respond to the 
environment. Attitudes have three components. The cognitive component refers to beliefs about a 
product or brand by gathering of available information. The affective component refers to the 
emotional content of attitudes and provokes either like or dislike; such feelings stem from 
personality, motives, social norms and previous experience. The conative component, or action 
tendency, concerns the personality to take action, such as a purchase. A consumer may have positive 
attitudes without making purchases or even intending to purchase
1, 9, 16
.  
To form attitudes, a number of sources of influence are important. These sources include: 
information exposure – the cognitive content of attitudes is largely built up from information from 
other people and from the media; group membership – the attitudes and opinions of people one 
interacts with have an impact on the individual; environment, to include economic factors; and 
current level of need satisfaction. Attitudes are held toward many traits of buying and consuming 
such as products and services, brands, companies, stores, promotion and price, and levels of service. 
Changing in attitude also needs to be considered. Factors which affect attitude change are the 
attitude themselves, personality, marketing communication, economic variables, and financial 
considerations
1, 5, 9, 10
. 
3.3 THE THEORY OF REASONED ACTION 
According to Fishbein and Ajzen, people’s attitudes toward an object may not be 
systematically related to their specific behaviors. Consumers knowingly consider the consequences 
of the alternative behaviors and choose the one that leads to the most desirable consequences. The 
outcome of the reasoned choice procedure is an intention to engage in the selected behavior. The 
behavioral intention can best predict actual behavior. Therefore, the theory of reasoned action 
proposes that any complex, voluntary behavior is determined by the person’s intent to perform the 
behavior. The theory of reasoned action specifies that behavioral intention is a function of two 
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determinants. The first is a personal factor termed attitude toward the behavior. The second 
determinant is a person’s perception of social pressures termed subjective norm. In addition, the 
theory states that the relative weights of the two factors of intention should be considered as 
measures of behavioral intention since the relative importance of attitudinal and normative factors 
may vary from person to person and depends on situations
1, 9, 23, 29, 32
.  
 
 
Figure 3.4  The Theory of Reasoned Action 
Source:  Adapted from Peter and Olsen
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The theory of reasoned action has been successfully applied to consumer behavior. The basic 
theory is that behavior is influenced by behavioral intentions. And “behavioral intentions” are 
affected by “attitudes toward the behavior” and “subjective norms” about such behavior as shown in 
Figure 3.4. Behavioral intention is a link between self and future action. An intention is a plan to 
engage in a specified behavior in order to reach a goal. Behavioral intentions are created through a 
decision process. The process comprises of attitude toward behavior and subjective norm which are 
considered and integrated to evaluate alternative behaviors and select among them. Attitude toward 
behavior reveals the consumers’ overall evaluation of performing the behavior. While, subjective 
norm reflects consumers’ perceptions of what other people want them to do
1, 9, 23, 29, 32
.  
Attitude toward behavior can be extracted into three behavioral attitude factors which are 
shop service image, shop reliability/facility, and basic merchandise nature. Shop service image is 
affected by brand, service, and store atmosphere. Shopping reliability/facility perception is 
influenced by payment tool, staff facilitated shopping, and integrated merchandise information. 
Basic merchandise attributes are product quality, merchandise discount and product innovation. 
Subjective norm has two factors which are major reference group such as family, relative and friend 
and minor reference group which is salesperson
1, 9, 23, 29, 32
. 
3.4 CONSUMER DECISION- MAKING PROCESS 
The consumer decision-making process is the stages that consumers is involved in when 
buying. Figure 3.5 shows that the consumer decision-making process contains five stages: need 
recognition, information search, evaluation of alternatives, purchase decision, and post-purchase 
evaluation. The purchasing process starts before actual purchase and continues after the purchase
5, 16
.  
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Figure 3.5  Consumer Decision-Making Process 
Source:  Adapted from Kotler and Armstrong
16
 and Blackwell, Miniard, and Engel
5 
 
In consumer decision-making process, consumers pass through all five stages with every 
purchase. But consumers often reverse or skip some of these stages in more routine purchases. By 
understanding the stages in the consumer decision-making process, companies can learn why 
individuals are or are not buying products or services. Companies can also learn what can be done to 
get people to buy more or buy specific product or service
5, 16
. 
 
Need Recognition 
Need recognition is the initial point of any purchase decision. Need recognition occurs when 
people sense a difference between actual state and desired state. The need can be activated by both 
internal stimuli such as motive, attitudes, and personality and external stimuli such as culture, social, 
and family. The product is bought when customers believe a product’s ability to resolve a problem is 
worth more than the cost of buying that product. Therefore, the first step in the sale of a product is 
looking for an unmet need. At this stage, companies find out from consumers what kinds of needs or 
problems arise, what brought them about, and how they led the consumers to this particular product. 
Moreover, companies must monitor consumer trends since, as consumer change, their problems and 
needs also change
5, 11, 16, 23, 29, 31
.  
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Information Search 
Once need recognition happens, consumers begin searching for information and solutions to 
satisfy their unmet needs. Search may be internal, retrieving knowledge from memory, or external, 
collecting information from peers, family, and the marketplace. Consumers also search passively by 
becoming more receptive to information around them. On the other hand, consumers engage in 
active search behavior such as researching consumer. The length and depth of search is decided by 
factors such as personality, social class, income, past experience, prior brand perception, and 
customer satisfaction
5, 11, 16, 23, 29, 31
. 
Several sources of information can be obtained by consumers. Types of source include 
personal sources and public source. Personal sources consist of family friends, colleagues, and 
neighbors, commercial sources, advertising, salesperson, packaging, and display. Public sources are 
mass media and consumer-rating organization, and experiential sources, handling, examining, and 
using the product. The influence of these information sources varies with the product and the buyer. 
Usually, the consumers receive the most information about a product from commercial sources 
which controller by companies’ marketer. However, the most effective sources incline to be personal 
sources. Commercial sources normally inform the buyer, but personal sources evaluate products for 
the buyer
5, 11, 16, 23, 29, 31
.  
People often ask other people for recommendation concerning a product or service. 
Consequently, companies have a high interest in building word-of-mouth sources of information 
since these sources are low cost and convincing. As more information obtained, the consumers’ 
awareness and knowledge of the available brands and features increases. Companies must design 
their marketing mix to make prospective customer aware of their brands. In addition, companies 
should carefully recognize consumers’ sources of information and the importance of each source in 
order to use them effectively.
5, 11, 16, 23, 29, 31
. 
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Evaluation of Alternatives 
The stage consumers use information to evaluate alternative options is called evaluation of 
alternatives. Consumers compare products and brands with what they consider most important. Then 
consumers narrow the field of alternatives before they decide to buy one of them. Consumers use 
new or existing evaluations stored in memory to select products, services, brands, and stores that will 
most likely satisfy their purchase and consumption. Different consumers occupy different evaluative 
criteria. Individuals’ choice evaluation is influenced by both individual influences such as motivation, 
knowledge, attitudes, values, and personality and environmental influences such as culture, social 
class, and family
5, 11, 16, 23, 29, 31
. 
Attributes that are used in alternatives evaluation are both salient and determinant. However, 
both attributes affect marketing and advertising strategy. Consumers think of salient attributes such 
as price, reliability, and factors as potentially the most important. How alternatives vary on 
determinant attributes usually determine which brand or store consumers choose to make a purchase, 
particularly when consumers consider the salient attributes to be equivalent. Consumers often 
monitor attributes such as quantity, size, quality, and price. Fluctuations in these attributes can affect 
their brand and product choices. Companies should study buyers to find out how buyers actually 
evaluate brand alternatives. Therefore, companies can take steps to influence the consumers’ 
decision
5, 11, 16, 23, 29, 31
. 
 
Purchase Decision 
Consumers rank brands and form purchase intentions, in evaluation stage. Generally, the 
consumers’ will purchase the most preferred brand, but two factors can intervene between the 
purchase intention and the purchase decision. The first factor is the attitudes of other people such as 
family, friends, and relatives. The second factor is unexpected situation factors; such event may 
change the purchase intention. Consequently, preferences and purchase intentions do not always 
result in actual purchase
5, 11, 16, 23, 29, 31
. 
 
 27 
Post-purchase Evaluation 
After purchasing the product, with satisfaction or dissatisfaction, consumers will participate 
in post-purchase behavior. Satisfaction occurs when consumers’ expectations are matched by 
perceived performance. On the other hand, when experiences and performances do not meet the 
expectations, dissatisfaction occurs. The outcomes are important since consumers store their 
evaluations in their memory and refer to them in the future. After the purchase, consumers are 
satisfied with the benefits of the chosen brand and are glad to avoid the drawbacks of the brands not 
bought. However, every purchase involves compromise
5, 11, 16, 23, 29, 31
. 
Satisfy customers are vital because companies’ sales come from two basic groups of new 
customers and retained customers. Generally, attracting new customers cost higher than retaining 
current customers. And the best way to retain current customers is to keep them satisfied. Satisfied 
consumers buy a product again, say good things to others about the product, pay less attention to 
competing brands and advertising, and buy other products from the companies. On the other hand, 
dissatisfied consumers responds differently. Bad word of mouth travels farther and faster than good 
word of mouth. Bad word of mouth can quickly damage consumer attitudes about the companies and 
their products
5, 11, 16, 23, 29, 31
. 
3.5 FURNITURE PURCHASING DECISION PROCESS 
Similar to general consumer decision-making process as mentioned in the previous section, 
furniture purchasing decision process can be divided in to four steps which are planning and research, 
shopping, item selection, and store experience. By understanding key drivers of consumers’ furniture 
purchasing decision, companies are able to build market share and enhance revenue through 
marketing, advertising, and promotion as shown in Figure 3.6
25
. 
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Figure 3.6  Furniture Purchasing Decision Process 
Source:  Roy
25
 
 
The first stage, planning and research, can be referred to need recognition and information 
search stage in general decision-making process. According to the study of American consumers 
toward furniture purchasing, the findings shown that most furniture purchases are planned. The main 
reasons for purchasing are to replace worn out furniture, followed by moved to a new residence 
recently, and wanted a new model or style. The study also presented that consumers conducted 
research when they decided to purchase. Store is the place that consumers gather information from. 
From the survey, 64% of surveyed consumers visited stores to get idea, half of them called or visited 
stores to compare prices, 43% of those consumers read store advertising, and 40% of them compared 
advertised price. Almost half of the respondents made a purchase decision within a week. The survey 
showed that half of the consumers purchased furniture every 3 years
25
. 
The second stage, shopping, is similar to evaluation alternatives stage in general 
decision-making process. The study showed that consumers visited an average of 3.2 stores when 
they do furniture shopping. Of the furniture buyer surveyed, 76% visited three or more stores and 
10% visited two stores. Only 14% visited one store before making purchase decision
25
. 
Planning and Research 
Shopping 
Item Selection 
Store Experience 
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Item selection is the third stage of furniture purchasing decision process which is the same as 
purchase decision in general decision-making process. From the survey, when consumers decide to 
purchase furniture, 64% of the consumers do not know about brand and 42% have do not know 
about model that wish to purchase. The survey also revealed that 61% of respondents made joint 
decision with spouse or important people when make furniture purchasing
25
. 
The last stage, store experience, can be referred to post-purchase evaluation in general 
decision-making process. The study showed that satisfaction levels of both the store and salesperson 
are high, 84% and 82%, respectively. The most significant thing is that consumers who had a bad 
experience share it to others. The survey revealed that 97% of the respondents tell other people when 
they have bad experience at a store
25
.  
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CHAPTER 4.  RESEARCH METHODOLOGY 
Chapter 4 presents the procedures used in obtaining data and information by a survey. This 
chapter consists of descriptions about research design, target respondents, research instrument, and 
survey contents. 
4.1 RESEARCH DESIGN 
The research uses both primary data and secondary data to obtain necessary information. 
Three main sources of primary data are observation of survey results, qualitative research, and 
experimental research. The thesis objective is to understand consumer behaviors, or to test the 
assumptions about customer behavior. Thus, survey research is chosen as a method for gathering 
information for the quantitative analysis. With the appropriate analyzed significance of each variable 
association will be provided. 
Because the goal of the survey is to understand Thais buying behavior and consumption 
pattern of furniture, survey questions are developed into three sections. The first section contains 
questions regarding types of consumer buying behavior in home furnishing (part 1). The second 
section covers decision making process by questioning consumers on their buying preference (part 
2). The third section focuses on general furniture consumption experience in term of personal 
experience (part 3 and part 4). 
4.2 TARGET RESPONDENTS 
Bangkok is the capital city of Thailand and the city with population of more than 14 million 
people
30
. This size of population makes Bangkok the biggest market for furniture product in 
Thailand. The survey will focus on Bangkok metropolitan area. Thus, target respondents of this 
survey are mainly Bangkok residents. 
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4.3 RESEARCH INSTRUMENT 
A survey questionnaire is utilized in this research in order to develop an understanding of 
respondents’ buying behavior through quantitative data. In order to reach the largest amount of 
respondents, on-line survey application is used. Since the target respondents are Bangkok residents, 
the survey is translated into Thai language before distribution. The distribution lists of prospective 
respondents are primarily retrieved from author’s connection with the locals as author also lives in 
Bangkok. Then, respondents are asked to further distribute the survey to respondents’ friends and 
colleagues.  
The survey link is also posted on social network such as Facebook in order to increase the 
number of respondents. Author did not post survey links in public message board in order to 
maximize the quality of responded survey. Posting on the public forum can lead to unidentified 
respondents. Unfamiliar respondents can be outside thesis target area as well as unfinished survey, 
and false information. 
4.4 SURVEY DESCRIPTIONS 
Survey consists of four sections; socio-demographic information, purchasing pattern, 
behavioral intention, and factor influencing furniture choice. The thesis aims to find the correlation 
between respondents’ characteristic and the results. Thus socio-demographic information is included. 
Socio-demographic information consists of three main parts, respondents’ personal information, 
respondents’ family information and respondents’ residential information as described in Table 4.1. 
 
Table 4.1  Demographic Table of Specification 
Demographic information category Item No. in survey form 
Personal information 1 – 4 
Family information 5 – 6 
Residential information 7 – 10 
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In Home Furnishing Purchasing Pattern section, questions are formed based on the theory of 
decision making process. The processes include need recognition, information search, evaluation of 
alternatives, purchase decision, and post purchase behavior. Table 4.2 shows the relation between 
each step of purchasing process and each question in section 2 in the survey. 
 
Table 4.2  Home Furnishing Purchasing Pattern Table of Specification 
Decision Making Process Item No. in survey form 
Need recognition 1, 2 
Information search 3, 4 
Evaluation of alternatives 5 
Purchase decision 6, 7, 8 
Post-purchase evaluation 9, 10 
 
The third section of the survey investigates behavioral intention to purchase furniture of 
respondents. The respondents are asked whether to agree with the statement on four sub-sections 
which are Subjective Norms, Shop Service Image, Shopping Reliability and Facility, and Basic 
Merchandise. Figure 4.1 shows the Likert scales used for determining the degree of agreement of 
subjects’ responses. 
 
Disagree Slightly 
Disagree 
Neutral Slightly 
Agree 
Agree 
 
1 2 3 4 5 
 Figure 4.1  Degree of Agreement Rating Scale  
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Basing on Theory of Reasoned Action, behavioral intention consists of two main factors: 
personal factor “attitude toward the behavior” and social pressure factor “subjective norm”. Attitude 
toward the behavior contains three sub-factors: shop service image, shopping reliable facility and 
basic merchandise nature. Subjective norm consists of two sub-groups, minor and major reference 
groups
1
. The survey has questions responding to the theory as can be seen categorized in Table 4.3. 
 
Table 4.3  Furniture Purchasing Behavioral Intention Table of Specification 
Theory of reasoned action Item No. in survey form 
Attitude toward the behavior 
Shop service image 1-5,7-8  
Shopping reliable facility 6, 9-12 
Basic merchandise nature 13-18 
Subjective norms 
Major reference group 19-20 
Minor reference group 21 
 
In shopping reliability and facility, respondents are asked to evaluate the importance of 
furniture store facility. The facilities include credit card acceptance, one stop shopping, sales person 
support and information providing. Apart from the store, the merchandise itself is also important. 
Thus basic merchandise is included in this survey. The attributes of the furniture consist of price, 
obsoleteness, quality and type of the furniture (knock-down versus normal furniture). 
 
Not At All 
Important 
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Important 
Important Quite 
Important 
Critically 
Important 
     
1 2 3 4 5 
 Figure 4.2  Degree of Importance Rating Scale  
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Section of the survey was created to explore more on furniture attributes that has influence 
on buyers. Section 4 of the survey also uses the Likert scales to see whether the attribute is important 
to making purchasing decision as shown in Figure 4.2. Each attribute can be divided into 4 
categories, Product, Service, Price and Place, as can be seen in Table 4.4. 
 
Table 4.4  Factors Influence Furniture Choice Table of Specification 
Product Lifelong durability 
Design 
Quality 
Brand 
Color 
Material 
Comfort 
Ease of maintenance 
Ease of cleaning 
Matching with other items 
Size is suitable for space 
Utilization or function 
Service Service and installation 
After sales service 
Personal care for customers 
Fast service 
Warranty 
Price Price 
Place Location of stores 
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CHAPTER 5.  ANALYSIS OF SURVEY RESULTS 
Chapter 5 describes how the survey was designed. Then, the summary of empirical findings 
gathered through questionnaire surveys will be presented in 4 parts which are socio-demographic 
information, purchasing pattern, furniture purchasing behavior intention, and factors influencing 
furniture choice.  Next, the empirical data from consumer behavior of Thai people in purchasing 
home furniture will be analyzed and presented. 
The questionnaire link was posted for one month on social network website, Facebook, in 
order to collect data from Thai consumers in purchasing home furniture. The questionnaires were 
spread to all 354 Facebook friends. However, some of Facebook friends are not Thais and do not live 
in Bangkok and Suburban Area. Out of 137 responds collected, 114 (83.21%) responds were 
completed and 23 responds were invalid. Facebook friends are both previous and current classmates 
and colleagues. 
5.1 DESIGN OF SURVEY 
Questionnaire was designed to examine the following assumptions. 
1) Awareness of need of new furniture will occur when consumers move into new residence. 
2) Internet and book/magazine are the main sources of furniture information when consumers 
would like to search for information. 
3) Income should be a big factor on evaluation of alternative. Lower income customers are 
more likely to visit more stores and spend more time before making a decision. 
4) Decision speed is influenced by gender 
5) Influential person depends on occupation, marital status, and number of residence in the 
household. 
6) After purchasing products, no matter good or bad buying experiences, customers will pass on 
information to other customers. 
7) Brand loyalty does not exist in consumer of furniture industry. 
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8) Quality and utilization or function are more likely to affect in purchasing decision than price. 
5.2 SOCIO-DEMOGRAPHIC INFORMATION  
The summary table of Socio-demographic information of respondents, which are shown in 
Appendix 3, demonstrates that the ratio of gender is quite balance with male of 50.9% and female of 
49.1% as shown in Figure 5.1. Most of the respondents are in the age from 21 to 30 years (71.9%). 
Almost half of the respondents hold Bachelor’s degree (47.4%) and 40.4% of respondents hold 
Master’s degree. According to the occupation, more than half of the respondents are full-time 
employees (53.5%) and 31.6% of respondents are students. Refer to the marital status, 82.5% of the 
respondents are single since majority of the respondents is in the age under 30 years. As almost all of 
the respondents are single, those respondents have no child (87.7%). Household size of the 
respondents is in between 3 persons (17.5%) and 4 persons (29.8%). Almost half of the respondents 
have total family income over 90,000 baht (49.1%). More than half of the respondents live in house 
(55.3%), followed by townhouse and condominium accounted for 19.3% and 13.2%, respectively. 
Majority of the respondents lives in Bangkok Zone G: Bang Kapi – Ram Inthra – Suwinthawong 
(31.6%) which are living zone of Bangkok and 24.6% of the respondents stay in Bangkok Zone A or 
central business area of Bangkok as shown in Figure 5.2. 
 
    Figure 5.1  Summary of Gender Figure 5.2  Summary of Residential Area 
Male 
51% 
Female 
49% 
24.6% 
3.5% 
6.1% 6.1% 
3.5% 
6.1% 
31.6% 
6.1% 
12.3% 
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5.3 PURCHASING PATTERN 
Furniture purchasing pattern of Thai consumers is summarized in Appendix 4. The initial 
stage of purchasing process begins with recognition of needs. The results found that the majority of 
respondents bought furniture for redecorating house (32.5%), followed by replacing worn furniture 
(28.1%), and moved to new residence (15.8%) as can be seen from Figure 5.3. Almost half of the 
respondents tend to buy furniture every 2-3 years (48.2%). Around one third purchase furniture once 
every 4-5 years. 
 
 
Figure 5.3  Summary of Reason to Buy Furniture 
 
Consumers conducted research or gathered information when consumers made decision to 
purchase furniture. 71.9% of the respondents visit stores to get information and new ideas. More 
than half of the respondents gather furniture information from catalogue (59.6%) and Internet 
(56.1%). One out of three of the respondents search information from book or magazine as shown in 
Figure 5.4. 
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Figure 5.4  Summary of Sources of Information Search 
 
 The majority of respondents are likely to shop furniture at furniture stores or retailer 
(84.2%), followed by department stores (47.4%), and furniture fair or exhibition (32.5%). In order to 
evaluate the alternatives, consumers visit many stores in solution set when purchasing furniture. 
From the survey results, majority of the respondents visit three stores (43.9%), followed by two 
stores (21.1%), and six stores or more (15.8%). Only 6.1% of the respondents visit only one store 
before making purchase as can be seen in Figure 5.5. 
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 Most of the respondents make furniture purchasing decision by themselves (60.5%). 
23.7% of the respondents had to make furniture purchasing decision jointly with or influenced by 
parents, as can be seen in Figure 5.6. More than one third of the respondents spend from 8 days to 1 
month on furniture purchasing decision (38.6%). 42.1% of the respondents make decision in a week 
or less, around one in ten respondents decide immediately or 1 day to buy new furniture, as shown in 
Figure 5.7. Majority of respondents prefer to use credit card when purchasing furniture (69.3%), 
followed by cash (47.4%), and extended payment plan or EPP (15.8%). 
 
  
Figure 5.6  Summary of Influencer     Figure 5.7  Summary of Decision Time 
 
The after-purchase behavior results showed that consumers tend to share more bad 
experience or no satisfaction than good experience or satisfaction. Almost one third of the 
respondents always tell bad experience to other people (32.5%). In contrast, only 14.9% of the 
respondents always share good experience to others, as shown in Figure 5.8. 
 
 
Figure 5.8  Summary of Telling Good and Bad Experiences 
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5.4 FURNITURE PURCHASING BEHAVIOR INTENTION 
As stated by the Theory of Reasoned Action, behavioral intention can be formed by two 
determinants which are attitude toward the behavior and subjective norms. The attitude toward the 
behavior consists of three elements including seven variables in shop service image, five variables in 
shopping reliability facility, and six variables in basic merchandise nature. The subjective norms 
consist of two elements including two variables in major reference group and one variable in minor 
reference group.  
 
Descriptive Analysis 
 Descriptive statistics were used to measure mean and standard deviation of the survey 
results of purchasing behavior intention as shown in Table 5.1. From the result, consumers prefer 
delivery service from the stores. Moreover, consumers’ purchasing decision is affected by store 
atmosphere. Since the consumers would like to get information on furniture for new ideas from the 
stores, customers like the stores with various types of furniture. On merchandise nature, consumers 
prefer quality more than cheap price. In furniture industry, family and salesperson seem to have 
more influence than celebrities.  
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Table 5.1  Summary of Means and Standard Deviation for Purchasing Behavior Intention 
Question Mean S.D. 
Shop Service Image   
I only buy furniture of my most favorite brand.   2.96 1.14 
I always buy furniture of the same brand because new furniture of different brand 
does not match well with the old one. 
2.54 1.01 
I buy different brand of furniture to have a various style. 3.28 0.97 
I will buy knock-down furniture if the store provides assembly service. 3.25 1.02 
I will buy furniture if the store provides delivery service. 4.34 0.74 
Store atmosphere influences me to buy furniture. 4.00 0.82 
I buy furniture from my usual store. 3.31 0.91 
Shopping Reliability Facility   
I will buy furniture from where I can pay with credit card. 3.71 1.02 
I am interested in information of new furniture models. 3.52 0.96 
I go to stores to get information on furniture for new ideas. 4.13 0.85 
I like store where I can buy various type of furniture. 4.22 0.73 
I like store where staff accompany me and help me through the choices of 
furniture more than self-service store. 
3.54 1.06 
Basic Merchandise Nature   
When I buy furniture, I choose the cheapest one. 2.82 1.11 
I usually buy on sale furniture. 3.71 0.95 
Discounted furniture means it is left-over or obsolete items. 3.84 0.84 
I like cheaper furniture only if it meets quality requirements. 4.25 0.74 
For furniture, higher price equals higher quality. 3.29 0.87 
I like new models rather than current model furniture. 3.82 0.75 
Subjective Norm   
A salesperson can influence my furniture selection process. 3.59 0.89 
My family influences my furniture purchasing a lot. 3.62 1.01 
I tend to buy a furniture that a celebrity I like endorsing it. 2.63 1.10 
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5.5 FACTORS INFLUENCING FURNITURE CHOICE 
There are 19 factors influencing furniture choice which can be classified into 4 groups; 
product, service, price, and place. In product group, 12 factors include lifelong durability, design, 
quality, brand, color, material, comfort, ease of maintenance, ease of cleaning, matching with other 
items, the size that is suitable for space, and utilization or function. Service group has five factors 
which are service and installation, after sales service, the personal care for customers, fast service, 
and warranty. In order to examine the factors influencing furniture choice, the descriptive statistics 
were used to measure mean and standard deviation of the survey results as shown in Table 5.2.  
 
Table 5.2  Summary of Means and Standard Deviation for Factors Influencing Furniture 
Choice 
Factor 
Total 
Mean S.D. 
Product   
Lifelong durability 4.09 0.75 
Design 3.99 0.84 
Quality 4.37 0.66 
Brand 2.34 0.93 
Color 3.53 1.02 
Material 4.00 0.78 
Comfort 4.05 0.77 
Ease of maintenance 3.93 0.81 
Ease of cleaning 4.04 0.76 
Matching with other items 3.82 0.94 
The size that is suitable for space 4.28 0.70 
Utilization or function 4.29 0.73 
Service   
Service and Installation 3.52 0.82 
After sales service 3.67 0.97 
The personal care for customers 3.56 0.94 
Fast service 3.74 0.89 
Warranty 4.08 0.91 
Price   
Price 3.96 0.85 
Place   
The location of the stores 2.75 0.99 
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General Analysis 
 In terms of product, the most critical factors that influence consumers on purchasing 
furniture are quality with mean of 4.37, followed by utilization or function (4.29), suitable size for 
space (4.28), lifelong durability (4.09), comfort (4.05), ease of cleaning (4.04), and material (4.00). 
Brand is the factor which furniture consumers care the least when making a purchase with mean of 
2.34 which is lower than medium level (3). The reason brand is not an important factor because there 
is no significant visual difference among items of each brand. Regarding service group, service and 
installation, after sales service, customers’ personal care, and fast service factors are not important as 
warranty which has mean of 4.08. Price is a relatively important factor that influences consumers 
when purchasing furniture with mean of 3.96. Place of furniture stores are surprisingly has less 
effect on purchasing decision process with mean of 2.75. In author opinion, furniture purchasers 
expect delivery service from furniture stores. 
 
Gender Segmented Analysis 
 On the topic of product, the most crucial factors that male respondents concern when 
purchasing furniture are quality, followed by suitable size for space, utilization or function, lifelong 
durability, design, comfort, and ease of cleaning. While, female respondents consider utilization or 
function factor the most, followed by quality, suitable size for space, lifelong durability, ease of 
cleaning, and material. Brand is the factor that both male and female respondents care the least. In 
terms of service, ranking of factors that influence furniture choice for both male and female 
respondents is the same. However, the mean value of male respondents is lower than female 
respondents. Warranty is the most vital factors for consideration of both genders, followed by fast 
service, after sales service, customers’ personal care, and service and installation. Price is an 
important factor but place is not an important factor for both genders when making furniture 
purchase decision as can be seen in Table 5.3. 
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Table 5.3  Summary of Means and Standard Deviation for Factors Influencing Furniture 
Choice by Gender 
Factor 
Male Female 
Mean S.D. Mean S.D. 
Product     
Lifelong durability 4.09 0.71 4.09 0.79 
Design 4.05 0.85 3.93 0.83 
Quality 4.41 0.65 4.32 0.66 
Brand 2.34 0.91 2.34 0.96 
Color 3.55 1.03 3.50 1.01 
Material 3.97 0.88 4.04 0.66 
Comfort 4.02 0.83 4.09 0.72 
Ease of maintenance 3.88 0.86 3.98 0.75 
Ease of cleaning 4.00 0.82 4.09 0.70 
Matching with other items 3.72 0.99 3.93 0.89 
The size that is suitable for space 4.33 0.71 4.23 0.69 
Utilization or function 4.21 0.81 4.37 0.62 
Service     
Service and Installation 3.48 0.90 3.55 0.74 
After sales service 3.55 1.05 3.79 0.87 
The personal care for customers 3.52 1.08 3.61 0.78 
Fast service 3.57 1.03 3.91 0.70 
Warranty 4.00 0.96 4.16 0.87 
Price     
Price 3.93 0.93 4.00 0.76 
Place     
The location of the stores 2.69 1.08 2.80 0.90 
 
Age-group Segmented Analysis 
 Different age groups pay more attention to different factors when making a purchase on 
furniture in terms of product. Respondents in 21-30 years group are likely to concern about quality, 
utilization or function, suitable size for space, and lifelong durability of the products. Suitable size 
for space, quality, utilization or function, ease of cleaning, material, lifelong durability, and comfort 
factors are important factors for respondents in 31-40 years group. In 41-50 years group, respondents 
consider matching with other items, comfort, suitable size for space, ease of cleaning and 
maintenance, and quality factors the most. The most important factors for respondents in 51-60 years 
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group are quality and ease of cleaning. Brand is not an important factor for every age group. Each 
age group pays more attention to warranty in terms of service. In addition, older respondents seem to 
concern about after sales service. Price is also an important factor for every age group. However, the 
older people are the less they care about price since they have more money. Location is not a critical 
factor to consider for every age group as shown in Table 5.4. 
  
Table 5.4  Summary of Means and Standard Deviation for Factors Influencing Furniture 
Choice by Age 
Factor 
21-30 years 31-40 years 41-50 years 51-60 years 
Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Product         
Lifelong durability 4.11 0.720 4.10 0.912 4.00 0.816 3.80 0.447 
Design 4.05 0.800 3.95 0.945 4.00 0.816 3.00 0.000 
Quality 4.34 0.652 4.40 0.681 4.25 0.975 4.40 0.548 
Brand 2.33 0.944 2.45 0.945 2.00 0.816 2.00 0.707 
Color 3.49 1.021 3.75 1.020 3.25 0.957 3.00 1.000 
Material 3.91 0.773 4.35 0.813 3.50 0.577 4.00 0.00 
Comfort 3.99 0.809 4.20 0.696 4.50 0.577 4.00 0.707 
Ease of maintenance 3.82 0.818 4.25 0.716 4.25 0.957 4.00 0.707 
Ease of cleaning 3.94 0.775 4.30 0.733 4.25 0.500 4.40 0.548 
Matching with other items 3.77 0.947 4.00 0.973 4.75 0.500 3.40 0.548 
The size that is suitable for space 4.23 0.708 4.50 0.688 4.50 1.000 4.00 0.000 
Utilization or function 4.30 0.661 4.30 0.923 4.00 1.155 4.00 0.707 
Service         
Service and Installation 3.41 0.816 4.00 0.725 3.50 0.577 3.20 1.095 
After sales service 3.54 0.996 3.85 0.813 4.25 0.957 4.40 0.548 
The personal care for customers 3.55 0.905 3.50 1.000 3.50 1.732 3.80 0.837 
Fast service 3.68 0.873 3.85 1.040 3.75 0.957 3.80 0.837 
Warranty 4.01 0.962 4.25 0.716 4.25 0.957 4.20 0.837 
Price         
Price 4.04 0.793 3.85 1.040 3.50 0.577 3.20 0.837 
Place         
The location of the stores 2.74 0.979 2.85 0.988 2.50 0.577 2.60 1.140 
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Marital Status Segmented Analysis 
 When respondents make purchase decision on furniture, the most important factor in 
product category that they concern for both respondents in single and married group is quality. While 
the most important factor in divorced group is lifelong durability. Brand is not a vital factor for every 
marital status group. Warranty is the most essential factor for each marital status group in service 
category. Price is more important to respondents in single and divorced group than in married group 
because expenses in married group are share between 2 people. Location is not an important factor 
for every marital status group as shown in Table 5.5. 
 
Table 5.5  Summary of Means and Standard Deviation for Factors Influencing Furniture 
Choice by Marital Status 
Factor 
Single Married Divorced 
Mean S.D. Mean S.D. Mean S.D. 
Product       
Lifelong durability 4.03 0.768 4.28 0.575 5.00 0.000 
Design 4.03 0.848 3.89 0.758 3.00 0.000 
Quality 4.31 0.672 4.67 0.485 4.50 0.707 
Brand 2.38 0.963 2.17 0.786 2.00 0.000 
Color 3.60 1.009 3.33 0.907 2.00 1.414 
Material 3.98 0.776 4.00 0.767 5.00 0.000 
Comfort 4.05 0.781 4.06 0.802 4.00 0.000 
Ease of maintenance 3.93 0.820 3.89 0.758 4.50 0.707 
Ease of cleaning 4.01 0.783 4.17 0.618 4.50 0.707 
Matching with other items 3.85 0.983 3.72 0.752 3.50 0.707 
The size that is suitable for space 4.25 0.739 4.33 0.485 4.00 0.000 
Utilization or function 4.31 0.734 4.17 0.707 4.50 0.707 
Service       
Service and Installation 3.52 0.786 3.50 1.043 3.50 0.707 
After sales service 3.60 0.987 4.00 0.840 4.00 0.000 
The personal care for customers 3.54 0.935 3.67 1.029 3.50 0.707 
Fast service 3.71 0.899 3.83 0.924 4.00 0.000 
Warranty 4.04 0.903 4.22 1.003 4.50 0.707 
Price       
Price 3.99 0.749 3.83 0.857 4.00 1.414 
Place       
The location of the stores 2.78 0.996 2.56 1.042 3.00 0.000 
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Family Income Segmented Analysis 
 Respondents who have income more than 50,000 baht concern about quality the most, 
whereas people who have income from 30,001 baht to 50,000 baht concern about suitable size for 
space the most in product group when purchase furniture. Brand is not an important factor for all 
income groups. In terms of service, warranty influences respondents in every income group. Price is 
also an essential factor for respondents from each income group. However, people from income 
group of 30,001 baht to 50,000 baht care the least about price since most people from this income 
group is single and live alone. Location is not a vital factor to concern for all income groups as can 
be seen in Table 5.6. 
 
Table 5.6  Summary of Means and Standard Deviation for Factors Influencing Furniture 
Choice by Family Income 
Factor 
30,001-50,000 50,001-70,000 70,001-90,000 > 90,000 
Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Product         
Lifelong durability 3.95 0.844 4.38 0.719 4.21 0.802 4.04 0.713 
Design 3.64 0.848 4.31 0.704 3.64 0.745 4.11 0.824 
Quality 4.18 0.733 4.56 0.814 4.50 0.519 4.34 0.611 
Brand 2.36 1.049 2.38 0.619 2.14 0.663 2.36 1.052 
Color 3.50 1.012 3.44 1.031 3.00 0.961 3.64 1.017 
Material 4.00 0.816 4.06 0.772 3.57 0.756 4.05 0.773 
Comfort 4.09 0.610 4.13 0.806 3.71 0.726 4.07 0.828 
Ease of maintenance 4.23 0.685 4.00 0.730 3.79 0.802 3.79 0.868 
Ease of cleaning 4.18 0.733 4.00 0.894 4.14 0.663 3.96 0.762 
Matching with other items 4.14 0.889 3.75 0.775 3.29 0.914 3.86 0.980 
The size that is suitable for space 4.27 0.631 4.38 0.619 4.14 0.864 4.27 0.726 
Utilization or function 4.23 0.685 4.31 0.873 4.29 0.611 4.29 0.731 
Service         
Service and Installation 3.59 0.734 3.56 0.727 3.64 0.842 3.46 0.894 
After sales service 3.82 0.853 3.44 0.892 3.64 1.008 3.68 1.011 
The personal care for customers 3.73 0.883 3.38 0.806 3.79 0.893 3.48 0.991 
Fast service 4.05 0.950 3.69 0.793 3.86 0.663 3.61 0.908 
Warranty 4.09 0.921 4.06 0.854 3.86 0.949 4.11 0.947 
Price         
Price 3.77 0.869 4.19 0.750 4.21 0.802 3.91 0.859 
Place         
The location of the stores 2.73 1.032 2.88 1.149 2.71 0.914 2.68 0.914 
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Residential Type Segmented Analysis 
 When purchase furniture, quality is a factor that influences the most to people who live in 
house, townhouse, and commercial building. While utilization or function and design are the most 
important factors which respondents who live in condominium and apartment, respectively, concern 
in product group. Brand is not an important factor for every residential type. Respondents of each 
residential type concern about warranty the most in terms of service. Price is an important factor for 
respondents in all residential types especially respondents who live in apartment. Location is an 
essential factor for people who live in apartment only, whereas others is not concern about the 
location as shown in Table 5.7. 
 
Table 5.7  Summary of Means and Standard Deviation for Factors Influencing Furniture 
Choice by Residential Type 
Factor 
House Townhouse Comm. Bld. Condominium Apartment 
Mean S.D. Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Product           
Lifelong durability 4.11 0.785 4.35 0.647 3.86 0.378 3.87 0.834 3.67 0.516 
Design 4.05 0.869 3.96 0.767 3.43 0.535 3.87 0.834 4.50 0.837 
Quality 4.38 0.705 4.52 0.511 4.29 0.488 4.27 0.704 4.00 0.632 
Brand 2.40 0.976 2.35 1.027 2.29 0.488 2.27 0.884 2.00 0.632 
Color 3.60 1.040 3.48 1.082 3.14 0.690 3.53 1.060 3.33 0.816 
Material 4.02 0.833 4.04 0.638 3.71 0.951 4.13 0.743 3.67 0.516 
Comfort 4.05 0.812 4.09 0.793 3.86 0.690 4.07 0.594 4.17 0.983 
Ease of maintenance 3.84 0.846 4.22 0.671 3.43 0.787 4.13 0.743 3.83 0.753 
Ease of cleaning 3.98 0.813 4.26 0.689 3.57 0.535 4.20 0.561 4.00 0.894 
Matching with other items 3.87 0.975 3.70 1.063 3.29 0.756 4.07 0.704 3.83 0.753 
The size that is suitable for space 4.33 0.762 4.35 0.573 4.00 0.577 4.13 0.743 4.17 0.408 
Utilization or function 4.30 0.754 4.39 0.656 4.00 0.577 4.33 0.816 4.00 0.632 
Service           
Service and Installation 3.49 0.821 3.74 0.864 3.00 0.577 3.40 0.828 3.83 0.753 
After sales service 3.62 1.038 3.65 1.071 3.71 0.488 3.73 0.704 4.00 0.894 
The personal care for customers 3.59 1.042 3.57 0.590 3.00 0.577 3.60 1.056 3.83 0.983 
Fast service 3.71 1.038 3.83 0.576 3.00 0.577 3.87 0.640 4.17 0.753 
Warranty 3.98 0.975 4.22 0.850 4.00 0.816 4.20 0.862 4.33 0.816 
Price           
Price 3.78 0.924 4.35 0.647 4.00 0.000 3.80 0.775 4.83 0.408 
Place           
The location of the stores 2.67 1.122 2.87 0.968 2.57 0.535 2.73 0.704 3.33 0.516 
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5.6 HYPOTHESIS TESTING ANALYSIS 
Questionnaires were distributed to examine the assumptions which mentioned in previous 
section. From the gather information, the assumptions can be concluded as follow. 
1) “Awareness of need of new furniture will occur when consumer move into new residence” is 
not the main initiator of need recognition phase in decision making process. Consumers are 
more likely to aware of need for new furniture when they would like to redecorate house or 
replace the worn out furniture. 
2) “Internet and book/magazine are the main sources of furniture information when consumers 
would like to search for information” is not the main channels of information search phase in 
decision making process. Consumers tend to visit showrooms and reading catalogue to gather 
information. Internet and book/magazine ranked the third and the fourth, respectively, of 
information search channels. 
3) The assumption that income should be a big factor on evaluation of alternative is proved 
unacceptable. There was no statistically significance correlation between income and stores 
visit frequency or decision time. 
4) The result showed that there was no statistically significance correlation between gender and 
decision speed. Both male and female roughly spend the same amount of time in making 
furniture purchase decision.  
5) Three factors, occupation, marital status, and number of residence, were assumed to decide 
who the influential person is in furniture purchasing decision making process. The result 
showed that influential person depends on marital status and number of residence in the 
household. 
6) After purchasing furniture products, both good and bad buying experiences will be passed on 
to other customers. However, bad experiences are usually being told to others more than 
good experiences. 
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7) Brand scored the lowest on factor influencing choice in the survey. Therefore, the assumption 
that brand loyalty does not exist in consumer of furniture industry is acceptable. 
8) Quality and utilization or function are more likely to affect in purchasing decision than price, 
with both quality and utilization or function have more scores than price in degree of 
important. 
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CHAPTER 6.  CONCLUSION AND RECOMMENDATIONS 
The objectives of this research were to study consumer decision making process that had an 
impact on buying behavior of furnishing products. Chapter 6 presents the conclusion of findings and 
analysis to achieve the thesis objectives. This chapter will lead to an understanding of furniture 
market opportunity based on consumer behavior. The implications on this research will benefit Thai 
furniture manufacturers and retailer as a guideline on how to improve their marketing strategies. 
6.1 THAI FURNITURE PURCHASING INFLUENCING FACTORS 
The study showed that delivery service was the most important factor for furniture store. 
Therefore, Thai furniture stores are expected to have a delivery service. The second most significant 
factor was the store environment. This finding coincided with the result that furniture buyers tended 
to buy furniture at the store they regularly visit. Thus, furniture store should make sure to focus not 
only on the product themselves but also the product positioning in the store. So customers can easily 
find the product, has a good shopping experience and come back to the store in the future. 
A wide range of product is also important since customers value variety when shopping for 
furniture. The furniture is not generally an impulse buy product, but the survey results showed that 
customers visit stores to get new ideas about furniture before buying one. Therefore, the store itself 
is not only a place to sell the product but also a place to promote and introduce new product to 
customers. 
With both merchandise image and store service have effects on buying decision and 
customers do more research by the internet, retailers should improve their service to response to 
various customers’ needs. Furniture product information, such as price, material, color and design 
are normally included in the furniture website. But according to the survey result, the most important 
factors influencing furniture choice were quality, function and size of the product in relation to 
available space in the room. A virtual furniture decorating application on the website is a good 
example of an improvement because it makes decision making process easier for customers. Apart 
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from the application, the website can provide alternate uses of the furniture. For example, storage 
boxes, once stacked, can be used as a table. 
From the findings, family was the main influencer. Thus, furniture retailing companies 
should focus their marketing strategies to have a family image. The results also showed that using a 
celebrity to endorse a furniture product has little effect on consumers. Therefore, furniture stores 
should not overspend the budget on trying to use a famous celebrity on product advertisement. 
Salespersons or store staffs were other strong influencers when making decision on purchasing 
furniture. Consequently, a proper training for salespersons is needed in order to satisfy prospective 
buying customers. 
Even though customer pays more attention to quality than price for furniture product, the 
majority of the respondents agreed that the cheaper furniture must at least comply with quality 
requirement. The respondents also did not usually pick the cheapest furniture when making a 
decision. The respondents were willing to pay more for better furniture. One of the reasons found in 
the survey result was that, lifelong durability attribute of the furniture also was rated high as an 
important factor. 
6.2 RECOMMENDATIONS 
According to marketing mix framework, the author would like to make recommendations to 
furniture manufacturers and retailers with product, price, place, and promotion marketing model.  
Product 
According to the survey results, quality was the most important factor influencing furniture 
choice of consumers. There are many elements that build up the quality of furniture such as material, 
color, comfort, and durability. Therefore, if the manufacturers would like to increase quality of the 
furniture in order to capture consumers’ interest, the cost will rise and the price will increase 
accordingly. So, the author recommends that the manufacturers should produce furniture with good 
quality image but economically manufactured. For example, the furniture may have luxurious and 
durable outer appearance with acceptable material assemble in invisible parts.  
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The current potential buyers are younger generation that starts thinking about living 
independently. These buyers have a desire to have their own residences. The more popular types of 
residence are condominium and inexpensive house due to convenience in transportation and low 
price, respectively. Therefore, the manufactures should have various designs of furniture to match 
the younger generation needs. For instance, modern design has a tendency to be well-receive by that 
type of consumers. As space is limited in condominium type residence, the manufacturers should 
produce furniture that has compact size and is foldable matching smaller spaces. With the same 
reason of constraint in spaces, furniture should be able to provide multi types of function. For 
example, a closet that one of the drawers can act as a table once pulled out. 
Manufacturers can produce a set of furniture, such as a set of bedroom furniture including 
bed, wardrobe, and dressing table. A set of furniture means each item of furniture has a consistency 
in color, material, and overall design. The benefit of having furniture as a set is time saving in 
choosing matching furniture of customers. The customers that fit this type of benefit are business 
sector clients such as property developer. Moreover, customers who have time constraint can also 
take advantage from a set of furniture.   
 
Price 
Price was one of the most important factors concerning by customers when making a 
furniture purchasing according to the author’s study. Furniture industry has a wide range of 
customers from low income to high income. Thus, set up multiple price range of furniture products 
is recommended to retailers in order to respond to various customers’ needs. In relation to the 
previous product section, manufacturing furniture in set can also reduce cost with economy of scale 
due to mass production. Therefore, lower price can be set by the retailers.  
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Place 
According to the survey results, the distance from the consumers’ residences to furniture 
stores was not an important issue. The reason is that the customers expect delivery service from 
furniture store. Therefore, the stores can be located anywhere as long as they provide reasonable 
price delivery service. Without distance from the customers to be concerned, the place of the store 
can be strategically located based on other factors. The first factor from the survey result was the 
needs of a variety of furniture showcase. So the stores need a spacious area to store various products 
and provide facilities such as parking lot, food corner, and playground for customers. Since Bangkok 
is very crowded, furniture store can be located in suburban areas.  
Stores situated outside the capital area can also benefit from the second factor of logistics and 
transportation. The best location of furniture store in author opinion is Bangna area because of the 
outer ring highway. The outer ring is a highway that paved around Bangkok area, avoiding the 
downtown traffic jam. Since Bangkok has a restriction on truck commuting time, the outer ring 
highway can also help logistics bypassing the restriction area. Moreover, Bangna is close to 
international airport and seaport which facilitate furniture import from other countries. There are 
many expressways and sky trains lead to Bangna from heart of the city and other concentrated 
residential areas. This gives easy access to the stores for the customers.  
Thai people have a habit of going to the department store on the weekend. Thai department 
stores contain a complete set of entertainment services and facilities such as restaurants, cinemas, 
theme parks, banks, and supermarkets. Therefore, furniture stores should also strategically located 
within a walking distance to such department stores. A large number of department stores customers 
will have more exposure to the furniture stores.  
 
Promotion 
According to the survey results, store atmosphere influenced consumers in furniture 
purchasing decision and showroom was a major source of information for buying furniture. 
Therefore, furniture arrangement and display in the store play a vital role in persuading the 
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customers. Better arrangement of furniture can bring customers to the store more frequently, since 
the survey results showed that the customers buy new furniture once every 2-3 years. In order to 
increase the frequency of stores visiting, products with shorter-lifecycle should be placed along with 
ones with longer-lifecycle. Shorter-lifecycle products do not only generate impulse buying but also 
luring the customers who have no intention of buying longer-life cycle. Apart from that, the stores 
should provide enjoyment shopping experience to let customers have emotionally attachment to the 
stores. For example, there can be a space for physically arranging miniature-sized furniture to 
generate unique and enjoyable experience. Furthermore, Thai furniture stores can get an example 
from Japanese stores’ time sales. Certain items will be discounted for a limited time at certain 
location in the stores. This experience induces excitement among customers. 
Even though the customers have no need of replacing current furniture, they can be 
persuaded to do so by presenting them with the better alternative of their existing furniture. The 
author recommends furniture stores to have a real room to showcase their products in an actual 
setting. The showroom can be used to demonstrate customers how to best utilize limited space. Once 
the customers see the different between their rooms and the showroom, the need to redecorate will 
be realized by the customers.  
To facilitate the customers without car, furniture stores should provide shuttle bus from major 
public transportation hub such as sky train station. Since the trip of the shuttle bus usually takes a 
certain amount of time, there can be video advertisement of the products shown on the bus. The 
advertisement should be entertaining in order to capture full attention from the customers during the 
trip. Moreover, the author recommends that the advertisement can show new products or any current 
promotions such as on sales items. 
Furniture stores do not have to target only at the end users, they can also do the promotion 
where they collaborate with property developers to offer a special deal to property buyers. For 
instance, the deal can be gift vouchers from furniture stores or fully-furnished or partly-furnished 
condominium. Moreover, selling a set of furniture, as mentioned in a product section, will also be 
suitable for property developers who provide furnished condominiums. 
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APPENDIX 1: QUESTIONNAIRE (ENGLISH VERSION) 
Part 1: Socio-Demographic Information 
1. Gender   
     
2. Age 
   - 30 years    - 40 years   
 - 50 years   - 60 years  Over 60 years 
3. Education 
   
     
    
4. Occupation 
     -time Employee 
    -employed 
   
5. Marital Status  
      
 
6. Number of Children 
       
       
7. Number of person who lives in the same house 
   2     
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8. Family Income (per month) 
    - 30,000 Baht   
 - 50,000 Baht    - 70,000 Baht   
- 90,000 Baht    
9. Residential type 
House      
    
10. Residential Area 
 Bangkok Zone A: Central Business District  
 Bangkok Zone B: Rattanathibet - Bang Bua Thong - Lat Lum Kaeo  
 Bangkok Zone C: Pinkalo - Taling Chan - Putthamonton  
 Bangkok Zone D: Chatuchak - Lak Si - Amphone Mueang Nonthaburi  
 Bangkok Zone E: Pracha Uthit - Rama II - Phet Kasem  
 Bangkok Zone F: Srinagarindra - Thepharak - Suwannaphum  
 Bangkok Zone G: Bang Kapi - Ram Inthra - Suwinthawong  
 Bangkok Zone H: Rangsit - Lam Luk Ka - Thanyaburi 
Samutsakorn) 
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Part 2: Purchasing Pattern for Home Furniture  
1. Which one is the most likely reason for you to buy new furniture?  
Old one worn out    into a new residence  
   buy  
  New model of furniture come out  
Need additional furniture   Increase/decrease of household members 
2. How often do you buy furniture?  
Once a year    Every 2 - 3 years  
Every 4 - 5 years   Every 6 - 7 years  
Every 8 - 9 years     
 
3. What is the source where you usually get the information about home furnishing 
products? (You can choose more than one)  
      
Furniture Fair    Internet  
     
  
4. How many stores do you visit before buying furniture?  
1 store   2 stores   3 stores  
  5 stores   6 stores or more  
5. Where do you buy your furniture? (You can choose more than one)  
      
   
6. When you bought new furniture, how long had you been seriously thinking about 
buying the most recent one? 
Less than 1 day     
 - 2 months    - 4 months    
7. Who has the most the most influence when you make a decision of buying new 
furniture? 
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8. How do you pay for your furniture? (You can choose more than one)  
       
 
9. How often do you tell others when you have had a good experience or satisfied 
service on purchasing furniture?  
     
10. How often do you tell others when you have had a bad experience or unsatisfied 
service on purchasing furniture? 
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Part 3: Furniture Purchasing Behavioral Intention 
Please choose a degree of agreement that matches your opinion  
Disagree Slightly 
Disagree 
Neutral Slightly Agree Agree 
(1) (2) (3) (4) (5) 
 
1. I only buy furniture of my most favorite brand. 1 2 3 4 5 
2. I always buy furniture of the same brand because new 
furniture of different brand do not match well with the old one 
1 2 3 4 5 
3. I buy different brand of furniture to have a various style. 1 2 3 4 5 
4. I will buy knock-down furniture if the store provides 
assembly service. 
1 2 3 4 5 
5. I will buy furniture if store provides delivery service. 1 2 3 4 5 
6. I will buy furniture from where I can pay with credit card. 1 2 3 4 5 
7. Store atmosphere influence me to buy furniture. 1 2 3 4 5 
8. I buy furniture from my usual store. 1 2 3 4 5 
9. I am interested in information of new furniture models. 1 2 3 4 5 
10. I go to stores to get information on furniture for new ideas. 1 2 3 4 5 
11. I like store where I can buy various type of furniture. 1 2 3 4 5 
12. I like store where staff accompany me and helps me through 
the choices of furniture more than self-service store. 
1 2 3 4 5 
13. When I buy furniture, I choose the cheapest one. 1 2 3 4 5 
14. I usually buy on sale furniture. 1 2 3 4 5 
15. Discounted furniture means it is left-over or obsolete item. 1 2 3 4 5 
16. I like cheaper furniture only if it meets quality requirements. 1 2 3 4 5 
17. For furniture, higher price equals higher quality. 1 2 3 4 5 
18. I like new model rather than current model furniture. 1 2 3 4 5 
19. A salesperson can influence my furniture selection process. 1 2 3 4 5 
20. My family influences my furniture purchasing a lot. 1 2 3 4 5 
21. I tend to buy a furniture that a celebrity I like endorsing it. 1 2 3 4 5 
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Part 4: Factors influencing furniture choice  
Please choose the degree of importance that matches your opinion. 
 
Not At All 
Important 
Fairly 
Important 
Important Quite 
Important 
Critical 
(1) (2) (3) (4) (5) 
 
How important do you consider these factors when buying furniture? 
 
Lifelong durability 1 2 3 4 5 
Design 1 2 3 4 5 
Price 1 2 3 4 5 
Quality 1 2 3 4 5 
Brand 1 2 3 4 5 
Service and Installation 1 2 3 4 5 
After sales service 1 2 3 4 5 
The personal care for customers 1 2 3 4 5 
Fast service 1 2 3 4 5 
Warranty 1 2 3 4 5 
Color 1 2 3 4 5 
Material 1 2 3 4 5 
Comfort 1 2 3 4 5 
Ease of maintenance 1 2 3 4 5 
Ease of cleaning 1 2 3 4 5 
Matching with other items 1 2 3 4 5 
The size that is suitable for space 1 2 3 4 5 
Utilization or function 1 2 3 4 5 
The location of the stores 1 2 3 4 5 
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APPENDIX 2: QUESTIONNAIRE (THAI VERSION) 
ส่วนที ่1 : ข้อมูลทัว่ไป 
กรุณาเลือกค าตอบท่ีตรงกับตัวท่านมากท่ีสุด 
1. เพศ   
ชาย     หญิง  
2. อาย ุ
ต ่ากวา่ 20 ปี     21 - 30 ปี   31 - 40 ปี   
41 - 50 ปี    51 - 60 ปี  มากกวา่ 60 ปี 
3. การศึกษา 
ต ่ากวา่มธัยมศึกษา   มธัยมศึกษา หรือ เทียบเท่า  
อุดมศึกษา หรือ เทียบเท่า   ปริญญาตรี   
ปริญญาโท    ปริญญาเอก 
4. อาชีพ 
นกัเรียน / นกัศึกษา  วา่งงาน   พนกังานชัว่คราว 
พนกังานสญัญาจา้ง  พนกังานประจ า  ธุรกิจส่วนตวั 
แม่บา้น / พอ่บา้น  เกษียณ 
5. สถานภาพ  
โสด   สมรส   หยา่ 
หมา้ย (สามีหรือภรรยาเสียชีวิต) 
6. จ านวนบุตร 
ไม่มีบุตร   1 คน    2 คน  
3 คน    4 คน    มากกวา่ 4 คน 
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7. จ านวนสมาชิกในครัวเรือนท่ีอาศยัอยูร่่วมกนั 
1 คน     คน     คน  
 คน     คน     คน 
 คน     คน    คน  
 คน     มากกวา่ 10 คน  
8. รายไดต้่อเดือนของครัวเรือน 
นอ้ยกวา่ 10,000 บาท    10,000 - 30,000 บาท   
30,001 - 50,000 บาท    50,001 - 70,000 บาท   
70,001 - 90,000 บาท    มากกวา่ 90,000 บาท 
9. ประเภทท่ีอยูอ่าศยั 
บา้นเด่ียว   บา้นแฝด   อาคารพาณิชย ์
ทาวน์เฮา้ส์ หรือ ตึกแถว  คอนโดมิเนียม  อพารตเ์มน้ต ์
10. เขตท่ีอยูอ่าศยั 
 กรุงเทพมหานคร โซน A : ยา่นธุรกิจกลางเมือง  
 กรุงเทพมหานคร โซน B : รัตนาธิเบศน์ - บางบวัทอง - ลาดหลุมแกว้  
 กรุงเทพมหานคร โซน C : ป่ินเกลา้ - ตล่ิงชนั - พทุธมณฑล  
 กรุงเทพมหานคร โซน D : จตจุกัร - หลกัส่ี - อ าเภอเมืองนนทบุรี  
 กรุงเทพมหานคร โซน E : ประชาอุทิศ - พระราม 2 - เพชรเกษม  
 กรุงเทพมหานคร โซน F : ศรีนครินทร์ - เทพารักษ ์- สุวรรณภูมิ  
 กรุงเทพมหานคร โซน G : บางกะปิ - รามอินทรา - สุวนิทวงศ ์  
 กรุงเทพมหานคร โซน H : รังสิต - ล าลูกกา - ธญับุรี 
ปริมณฑล (นครปฐม, นนทบุรี, ปทุมธานี, สมุทรปราการ, และสมุทรสาคร) 
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ส่วนที ่2: รูปแบบการเลอืกซื้อเฟอร์นิเจอร์  
กรุณาเลือกค าตอบท่ีบรรยายได้ตรงกับตัวท่านมากท่ีสุด  
1. อะไรคือเหตุผลส ำคญัทีสุ่ดท่ีคุณเลือกซ้ือเฟอร์นิเจอร์  
เฟอร์นิเจอร์เก่าช ารุด    ยา้ยท่ีอยูอ่าศยัใหม่  
ตกแต่งบา้นหรือหอ้งใหม่   ซ้ือโดยไม่ไดต้ั้งใจ (เห็นแลว้ชอบ)  
ตกแต่งหอ้งท่ีวา่ง    วางแผนจะซ้ือเฟอร์นิเจอร์รูปแบบใหม่ หรือ สไตลใ์หม่  
ตอ้งการเฟอร์นิเจอร์ช้ินใหม่   จ านวนสมาชิกในครัวเรือนเปล่ียนไป 
2. คุณซ้ือเฟอร์นิเจอร์บ่อยแค่ไหน  
ปีหน่ึงต่อคร้ัง หรือ บ่อยมาก  2 - 3 ปีคร้ัง   4 - 5 ปีคร้ัง 
6 - 7 ปีคร้ัง    8 - 9 ปีคร้ัง   10 ปีคร้ัง 
ไม่เคย 
3. คุณคน้หาขอ้มูล หรือ ความคิดเห็นเก่ียวกบัเฟอร์นิเจอร์จากแหล่งใด (เลือกตอบไดม้ากกวา่ 1 ขอ้)  
โทรทศัน ์   ใบปลิว แผน่พบัโฆษณา  แคตตาลอ็กสินคา้  
งานนิทรรศการ   หนงัสือ หรือ นิตยสาร  อินเตอร์เนต  
ครอบครัว หรือ ญาติพี่นอ้ง เพื่อน    พนกังานขาย  
เยีย่มชมร้าน   อ่ืนๆ ……………………. (โปรดระบุ) 
4. ก่อนท่ีคุณจะตดัสินใจซ้ือเฟอร์นิเจอร์ คุณเลือกดูเฟอร์นิเจอร์ก่ีร้าน  
1 ร้าน   2 ร้าน    3 ร้าน  
4 ร้าน   5 ร้าน   6 ร้าน หรือ มากกวา่  
5. สถานท่ีท่ีคุณซ้ือเฟอร์นิเจอร์ (เลือกตอบไดม้ากกวา่ 1 ขอ้)  
ร้านเฟอร์นิเจอร์   หา้งสรรพสินคา้     
งานแสดงสินคา้เฟอร์นิเจอร์   อ่ืนๆ ………………. (โปรดระบุ) 
 
 67 
6. เม่ือคุณซ้ือเฟอร์นิเจอร์ใหม่ คุณใชเ้วลาในการคิดนานแค่ไหน  
ตดัสินใจไดท้นัที หรือ 1 วนั 2 วนั - 7 วนั   8 วนั - 1 เดือน  
1 - 2 เดือน   2 - 4 เดือน  4 เดือน หรือ มากกวา่ 
7. บุคคลท่ีมีผลต่อการตดัสินใจเลือกซ้ือเฟอร์นิเจอร์ มำกทีสุ่ด 
พอ่ / แม่    ญาติพี่นอ้ง   บุตร  
สามี / ภรรยา   เพื่อน    ตดัสินใจดว้ยตวัเอง  
8. วธีิการช าระเงินค่าเฟอร์นิเจอร์ของคุณ (เลือกตอบไดม้ากกวา่ 1 ขอ้)  
เงินสด   บตัรเครดิต  เงินกู ้   
ผอ่นช าระรายเดือนกบับตัรเครดิต 
9. ถา้คุณมีประสบการณ์ท่ี ด ี เก่ียวกบัการบริการเวลาท่ีคุณเลือกซ้ือเฟอร์นิเจอร์ คุณจะบอกส่ิงเหล่านั้นกบัผูอ่ื้นบ่อย
แค่ไหน  
ทุกคร้ัง  เกือบทุกคร้ัง  บางคร้ัง  ไม่เคย  
10. ถา้คุณมีประสบการณ์ท่ี ไม่ด ี เก่ียวกบัการบริการเวลาท่ีคุณเลือกซ้ือเฟอร์นิเจอร์ คุณจะบอกส่ิงเหล่านั้นกบัผูอ่ื้น
บ่อยแค่ไหน 
ทุกคร้ัง  เกือบทุกคร้ัง  บางคร้ัง  ไม่เคย  
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ส่วนที่ 3: ความตั้งใจในการเลอืกซ้ือเฟอร์นิเจอร์  
กรุณาแสดงความคิดเห็นต่อข้อความต่อไปนี ้  
ไม่เห็นดว้ย ค่อนขา้งไม่เห็นดว้ย เฉยๆ ค่อนขา้งเห็นดว้ย เห็นดว้ย 
(1) (2) (3) (4) (5) 
 
1. ฉนัจะซ้ือเฟอร์นิเจอร์เฉพาะยีห่อ้ท่ีฉนัช่ืนชอบมากท่ีสุดเท่านั้น 1 2 3 4 5 
2. ฉนัจะซ้ือเฟอร์นิเจอร์ยีห่อ้เดิมเสมอ เพราะฉนัเกรงวา่เฟอร์นิเจอร์ยีห่อ้ใหม่จะไม่
เขา้กนักบัเฟอร์นิเจอร์ยีห่อ้เก่า 
1 2 3 4 5 
3. ฉนัซ้ือเฟอร์นิเจอร์หลายยีห่อ้เพ่ือเพ่ิมความหลากหลาย 1 2 3 4 5 
4. ฉนัจะซ้ือเฟอร์นิเจอร์ท่ีตอ้งประกอบเอง ถา้ทางร้านเสนอบริการติดตั้งให ้ 1 2 3 4 5 
5. ฉนัจะซ้ือเฟอร์นิเจอร์ ถา้ทางร้านมีบริการขนส่ง 1 2 3 4 5 
6. ฉนัชอบท่ีจะซ้ือเฟอร์นิเจอร์กบัร้านท่ีสามารถช าระผา่นบตัรเครดิตได ้ 1 2 3 4 5 
7. สภาพแวดลอ้มของร้านมีส่วนท าใหฉ้นัซ้ือเฟอร์นิเจอร์ 1 2 3 4 5 
8. ฉนัจะซ้ือเฟอร์นิเจอร์จากร้านท่ีฉนัซ้ือเป็นประจ า 1 2 3 4 5 
9. ฉนัสนใจท่ีจะรับขอ้มูลเก่ียวกบัเฟอร์นิเจอร์ใหม่ๆ เสมอๆ 1 2 3 4 5 
10. ฉนัจะไปท่ีร้านเฟอร์นิเจอร์ เพื่อท่ีจะหาไอเดีย (idea) และ รับขอ้มูลใหม่ๆ ก่อนท่ี
จะซ้ือเฟอร์นิเจอร์ 
1 2 3 4 5 
11. ฉนัชอบร้านคา้ท่ีฉนัสามารถหาเฟอร์นิเจอร์หลากหลายชนิดไดใ้นร้านเดียว 1 2 3 4 5 
12. ฉนัชอบร้านเฟอร์นิเจอร์ท่ีพนกังานขายพาฉนัชมร้าน, ตอบค าถามฉนั และช่วย
ฉนัเลือกสินคา้ มากกวา่ร้านท่ีตอ้งบริการดว้ยตนเอง 
1 2 3 4 5 
13. เม่ือซ้ือเฟอร์นิเจอร์ ฉนัจะเลือกอนัท่ีราคาถูกท่ีสุด 1 2 3 4 5 
14. ฉนัชอบซ้ือเฟอร์นิเจอร์ท่ีลดราคา 1 2 3 4 5 
15. เฟอร์นิเจอร์ท่ีลดราคา อาจเป็นของคา้งสตอ๊กหรือตกรุ่น 1 2 3 4 5 
16. ฉนัจะซ้ือเฟอร์นิเจอร์ท่ีราคาถูกกวา่ ถา้มีคุณภาพตรงตามท่ีฉนัตอ้งการ 1 2 3 4 5 
17. ฉนัคิดวา่เฟอร์นิเจอร์ราคาแพงกวา่ คุณภาพดีกวา่ 1 2 3 4 5 
18. เม่ือซ้ือเฟอร์นิเจอร์ ฉนัใหค้วามสนใจกบัรูปแบบ หรือ สไตลใ์หม่ๆ มากกวา่
แบบเดิมๆ 
1 2 3 4 5 
19. พนกังานขายมีผลต่อการเลือกซ้ือเฟอร์นิเจอร์ของฉนั 1 2 3 4 5 
20. ครอบครัวของฉนัมีส่วนในการตดัสินใจเลือกซ้ือสินคา้เฟอร์นิเจอร์ 1 2 3 4 5 
21. ถา้บุคคลท่ีมีช่ือเสียงท่ีฉนัช่ืนชอบใหก้ารรับรองสินคา้เฟอร์นิเจอร์ ฉนัรู้สึกอยาก
ท่ีจะซ้ือสินคา้นั้นมากข้ึน 
1 2 3 4 5 
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ส่วนที่ 4: ปัจจยัที่มผีลต่อการเลอืกซ้ือเฟอร์นิเจอร์  
 
กรุณาล าดับความส าคัญของข้อความต่อไปนี ้
 
ไม่ส าคญัเลย ส าคญัพอควร ส าคญั ส าคญัมาก จ าเป็นอยา่งยิ่ง 
(1) (2) (3) (4) (5) 
 
คุณให้ความส าคญักบัปัจจยัต่อไปนีม้ากน้อยแค่ไหน เมือ่ซื้อเฟอร์นเิจอร์ 
 
อายกุารใชง้านนาน ทนทาน 1 2 3 4 5 
การออกแบบ (design) 1 2 3 4 5 
ราคา 1 2 3 4 5 
คุณภาพ 1 2 3 4 5 
ยีห่อ้ (Brand) 1 2 3 4 5 
การบริการ และ การติดตั้ง 1 2 3 4 5 
บริการหลงัการขาย 1 2 3 4 5 
ความใส่ใจของพนกังานท่ีมีต่อลูกคา้ 1 2 3 4 5 
การบริการท่ีรวดเร็ว 1 2 3 4 5 
การรับประกนั 1 2 3 4 5 
สี 1 2 3 4 5 
วตัถุดิบ (Material) 1 2 3 4 5 
ความสะดวกสบาย (Comfort) 1 2 3 4 5 
บ ารุงรักษาง่าย 1 2 3 4 5 
ท าความสะอาดง่าย 1 2 3 4 5 
ความเขา้กนัไดก้บัเฟอร์นิเจอร์ช้ินอ่ืนๆ 1 2 3 4 5 
ขนาดท่ีพอเหมาะกบัพ้ืนท่ี 1 2 3 4 5 
การใชง้าน (Utilization or Function) 1 2 3 4 5 
สถานท่ีตั้งของร้าน 1 2 3 4 5 
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APPENDIX 3: SUMMARY OF SOCIO-DEMOGRAPHIC 
INFORMATION  
  No. %   No. % 
Gender 
Male 58 50.9% 
Status 
Single 94 82.5% 
Female 56 49.1% Married 18 15.8% 
Age 
< 20 yrs. 2 1.8% Divorced 2 1.8% 
21-30 yrs. 82 71.9% 
No. of Children 
None 100 87.7% 
31-40 yrs. 20 17.5% 1 7 6.1% 
41-50 yrs. 4 3.5% 2 7 6.1% 
51-60 yrs. 5 4.4% 
Family Income 
< 10K  
 
3 2.6% 
> 60 yrs. 1 0.9% 10,001–30K 3 2.6% 
Education 
Secondary 
School 
2 1.8% 30,001-50K 22 19.3% 
College 6 5.3% 50,001-70K 16 14% 
Bachelor 54 47.4% 70,001-90K 14 12.3% 
Master 46 40.4% >90K 56 49.1% 
Doctoral 6 5.3% 
Types of 
residence 
House 63 55.3% 
Occupation 
Student 36 31.6% Twinhouse 1 0.9% 
Part-time 2 1.8% Townhouse 22 19.3% 
Employee 61 53.5% Commercial 
Building 
7 6.1% 
Contractor 4 3.5% Condominium 15 13.2% 
Self-employed 9 7.9% Apartment 6 5.3% 
Housewife 2 1.8% 
Residential Area 
BKK Zone A 28 24.6% 
No. of 
Household 
member 
1 15 13.2% BKK Zone B 4 3.5% 
2 16 14% BKK Zone C 7 6.1% 
3 20 17.5% BKK Zone D 7 6.1% 
4 34 29.8% BKK Zone E 4 3.5% 
5 8 7.0% BKK Zone F 7 6.1% 
6 10 8.8% BKK Zone G 36 31.6% 
7 6 5.3% BKK Zone H 7 6.1% 
8 4 3.5% Metropolitan 14 12.3% 
9 1 0.9%     
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APPENDIX 4: SUMMARY OF PURCHASING PATTERN 
  No. %   No. % 
Reason to 
buy 
Replacing damaged one 32 28.1% 
Information 
source 
TV 13 11.4% 
Moved to new house 18 15.8% Brochure 28 24.6% 
Redecorating house 37 32.5% Catalogue 68 59.6% 
Impulse purchase 5 4.4% Exhibition 28 24.6% 
Furnishing empty room 3 2.6% Book/Magazine 37 32.5% 
Buying new model 3 2.6% Internet 64 56.1% 
Need new one 15 13.2% Family/Relative 14 12.3% 
New member 1 0.9% Friends 26 22.8% 
Purchase 
frequency 
Once a year/more often 9 7.9% Salesperson 21 18.4% 
Once every 2-3 yrs. 55 48.2% Showrooms 82 71.9% 
Once every 4-5 yrs. 34 29.8% 
Influencer 
Parents 27 23.7% 
Once every 6-7 yrs. 9 7.9% Relative 4 3.5% 
10 yrs./less often 6 5.3% Children 2 1.8% 
Never 1 0.9% Husband/Wife 9 7.9% 
Store visits 
1 store 7 6.1% Friends 3 2.6% 
2 stores 24 21.1% Myself 69 60.5% 
3 stores 50 43.9% Purchasing 
location 
Furniture stores 96 84.2% 
4 stores 8 7.0% Department stores 54 47.4% 
5 stores 7 6.1% Fair/Exhibition 37 32.5% 
6 stores or more 18 15.8% 
Decision 
timing 
Immediately/1 day 13 11.4% 
Telling 
good 
experience 
Always 17 14.9% 2 days – 1 week 35 30.7% 
Most of the time 40 35.1% 8 days – 1 month 44 38.6% 
Sometime 54 47.4% 1 - 2 months 16 14.0% 
Never 3 2.6% 2 – 4 months 3 2.6% 
Telling bad 
experience 
Always 37 32.5% 4 months or more 3 2.6% 
Most of the time 48 42.1% 
Payment 
method 
Cash 54 47.4% 
Sometime 25 21.9% Credit Card 79 69.3% 
Never 4 3.5% Loan 1 0.9% 
    EPP 18 15.8% 
 
